The objective of the current research is investigating the effects of service quality dimensions and self-service technologies on customer satisfaction of the private banking industry of Iran (Ghavamin Bank).Applied method has been used for this research in which the questionnaire method has been utilized in order to gather the required data for describing the research variables and interpreting the relations between them. The Analysis unit in this research is the banking services customers for which 510 people have answered the questionnaires. In order to describe the data, the frequency distribution tables have been used and the structural equations model has been used to describe the data. In so doing, SPSS 18.0 & LISREL 8.54 softwares have been utilized the explanatory factor analysis, confirmatory factor analysis, path analysis, fitting testingin, and model power analysis methods.The results gained due to this research indicate that three factors assurance and responsiveness and tangible physical factors have got direct relations with the customers' satisfaction. Statistically, two factors i.e. reliability and empathy have no meaningful impact on the customers' satisfaction and cannot function as appropriate indexes for predicting the customers satisfaction from the services provided by the bank. Ultimately, the more satisfactory the self-service technologies factors in the bank branches, the more the extensiveness of physical and tangible factors on the customers' satisfaction shall be. Accordingly, the self-service technologies shall positively adjust the physical & tangible effects of the customers' satisfaction.
Introduction
The global increasing economic and commercial developments and the function complexities of various economic systems acting nationally, regionally and the like has cause common and interrelated systems come into existence.
In today's changing environment, in order to continue to exist, corporations should adjust themselves with changes and show more flexibility.
Developing an appropriate structure is an integrated feature of the current communities and in the current century's competitive world, the corporations shall be successful that in terms of the activities are a step ahead of their rivals (Johns & Perrot, 2008; Sangeetha & Mahalingam, 2011) .
Nowadays, people live in an environment which is increasingly moved towards an economy based on services. Service is no more considered a small part of economy, yet it is considered as a value generating heart in economy. Nowadays, Service is not restricted to banking, postal, insurance, health or educational services; most of the products one purchases also include some elements of service as well. In the recent years, the increasing growth of service has been turned into one of the major trends in the world. The replacement and change in the economy which has been based on service, has been totally revealed since 1970 (Schneider and White, 2004) .
Today, the service quality issue is considered a global commerce having a commercial value and has got approximately 20 percent of the global commerce. The service sector is one of the principal sectors in every country. The developed countries of the world have now realized the increasing importance of service as the growth and improvement potential upon achieving the industry and mines as well as agriculture powers. The fundamental point is that in the culture of all communities, the role and function of customer should be correctly defined and explained and serving the customer should be introduced as a value and to be practiced so that organizations are placed in their proper directions. As a result, this will trigger more satisfaction and loyalty of the customer (Jamal & Anastasiadou, 2009; Kassim & Abdullah, 2010; Tsoukatos & Mastrojianni, 2010) .
As of 1960 onwards, the banking services have been greatly changed. After 1980, upon the entering of computers into banking services, the domains of such services have expanded more. Hence, in line with improving the self-services methods, the banks of the world considered the move towards the modern banking, supplying more services via self-service technologies (ATMs, Internet banking, Mobile banking and telephone banking) in their future planning (Ganguli & Roy, 2010 Nilsson, 2007; Proenca & Rodrigues, 2011; Santouridis & Trivellas, 2010; Wessels & Drennan, 2010) .
In line with the changes, the customers' expectations from the banking network has grown to the extent that all customers expect high quality services, increase in conducting every and each banking transaction as well as the special attention of the staff. By using the internet networks, the speed in rendering service has automatically improved; however, by enhancing the machine performance and technology progress, accuracy and precision is not achieved. That is why the improvement in providing quality banking services is supported as a culture throughout the banking system of the leading banks. In all successful banks of the world, the long-term and principal priority is considering the customer as their main business priority. The Iranian banks are not an exception since in their effort for increasing their shares out of the banking services market, only the bank shall be more successful that considers the banking services quality improvement a strategy and not a tactical plan. Therefore, using an analysis, we spot the factors effective in non upgrading the banking services quality in Iran and we suggest solutions and apply them. With regard to the concept of customer satisfaction and customer care in the current situations and ignoring the human values and considering the efforts of the staff in an organization, in addition to explaining the combined model of servqual and counting the effective factors on services quality, this research is conducted to focus on the human values and capacities in providing more and better services. In Iran, despite the increasing importance of the service sector in the national economy, this sector has been neglected and in the management related literatures, it has not been dealt with as it should have been. So in reply to this failure, it is tried in this research to explain the foundations of the service quality particularly in banking and to answer the major question in this field which is "How a service quality model tailored to the customers' expectations in the target bank of this study could be devised and implemented?". In the second chapter the theoretical issues, the related literature, conceptual model and the research hypotheses will be dealt with. In the third chapter, the research methodology ,in the fourth chapter data analysis and the results gained due to the research have been dealt with and at the end the conclusion, research and management suggestions and suggestions for future researches as well as research restrictions will be provided.
Literature Review

Service Quality
Service quality is a customer's judgement about a product's overall excellence or superiority (Zeithaml, 1988) and is similar to an attitude (Parasuraman, Zeithaml & Berry, 1985; Zeithaml, 1988) . Parasuraman, Zeithaml, & Berry (1988) developed a multiple-item scale, SERVQUAL, for measuring service quality and argued that service quality, as perceived by customers, originated from a comparison of customers' expectations and their perceptions of the performance delivered by the firm. Perceived service quality was viewed as "the degree and direction of discrepancy between consumers' perceptions and expectations" (Parasuraman et al., 1985) . Collecting data from five service categories, Parasuraman et al. (1988) identified five dimensions of service quality: 1) Reliability (the ability of service firms to perform the promised service dependably and accurately);
2) Responsiveness (willingness to help customers and provide quick service);
3) Assurance (the knowledge and courtesy of a firm's employees and their ability to inspire trust and confidence) 4) Empathy (caring and personalized attention provided by the service firm); and 5) Tangibles (the physical facilities, equipment and appearance of a firm's employees). Gronroos (1984) offered a service quality model with dimensions of technical quality (what consumer gets), functional quality (how consumer gets the service) and corporate image (how consumers perceive the firm and its services). Similarly, Lehtinen and Lehtinen (1991) offered another model with three dimensions of service quality: physical, interactive and corporate. Physical quality is about the quality of physical products involved in service delivery and consumption. Interactive dimension refers to the interaction between the customers and the service organization employees. Corporate quality refers to the corporate image as perceived by the customers.
Self-Service Technologies
As it develops in sophistication, the use of technology is altering traditional business and marketing practices. Self-service technologies (SSTs) have a substantial impact on traditional methods of business and business strategies (Beatson, 2010) . Self-service technologies are technological interfaces that allow consumers to serve themselves, independent of direct involvement with employees (Meuter, Ostrom, Roundtree, & Bitner, 2000) . Currently, self-service technologies can be found in various retail environments, such as banks (ATMs), airlines (self-service boarding pass dispensers), gas stations (self-service gasoline pumps), grocery stores (self-scan and pay systems), and hotels (automated check-in and check-out facilities), among others. High SST performance and successful marketing strategies can enhance consumers' in-store experiences, and, in turn, potentially increase store profits.
Self-Service Technologies (SSTs) in Iranian Banking
The trend of developing and expanding information technology (IT) throughout the world, especially in developed countries on the one hand, and commercial relationships between countries and nations on the other hand, have prompted Iranian banks to undertake widespread and extensive activities in line with applying computer systems in their banks in the 1980s and 1990s. Consequently, consumers' knowledge and awareness have been enhanced regarding automated banking operations by gradually expanding access to the internet and PCs. As a result, Iranian commercial banks consider self-service technologies (SSTs) in their future planning, along with improving their methods and moving toward modern banking, moving toward self-service technologies (SSTs) is an ambiguous and unstable step without creating its infrastructure. First self-service technologies (SSTs) will only be able to move and secure a stable position with an integrated and comprehensive software and hardware system. Activities and measures banks are making to prepare a comprehensive integrated automation plan indicate that banks have also realized the need to provide infrastructure with a comprehensive and integrated automation system. At present, creating an integrated, comprehensive automation plan is top of the banks' agenda in order to move toward developing modern banking. After implementing these plans, the banks will enjoy the readiness required for self-service technologies (SSTs) (Sadeghi and Heidarzadeh Hanzaee, 2010) .
Customer Satisfaction
The degree of overall pleasure or contentment felt by the customer, resulting from the ability of the service provider to fulfill the customer's desire, expectations and needs in relation to the service. Customer satisfaction is a complex construct and has been defined in various ways (Ganguli & Roy, 2011) . Customer satisfaction is the sense of attitude and feeling of consumer toward a product or service after it has been used (Kassim & Abdullah, 2010) . Recently, researcheres have argued that there is a distinction between customer satisfaction as related to tangible products and as related to service experience. In service markets, customer satisfaction is often measured as the difference between service expectation and experience (Ganguli & Roy, 2011) . Rust and Oliver stated that satisfaction reflects whether a consumer believes that the possession and use of a service evokes positive feelings (Jamal & Anastasiadou, 2009 ). 
Conceptual Framework and Research Hypotheses
Effects of Service Quality Dimensions on Customer Satisfaction
Customer satisfaction is the full meeting of one's expectations and can be described as the feeling or attitude of a customer towards a product or service after it has been used (Evans, Jamal, & Foxall, 2006) . While a substantial amount of research has reported a causal link between service quality and customer satisfaction (Al-Hawari, Ward, & Newby, 2009; Amin & Isa, 2008; Ganguli & Roy, 2010 Jamal & Anastasiadou, 2009; Kassim & Abdullah, 2010; Munteanu, Ceobanu, Bobalca, & Anton, 2010; Saha & Theingi, 2009; Santouridis & Trivellas, 2010) , few have investigated the link between each of the service quality dimensions and satisfaction and have reported some mixed results. For instance, Arasli, Mehtap-Smadi & Katircioglu (2005) reported that assurance, reliability, empathy and tangibles dimensions of service quality were predictors of customer satisfaction in the Cyprus banking sector. Similarly, Yavas, Bilgin & Shemwell (1997) found tangibles, empathy and responsiveness to be important predictors of customer satisfaction among bank customers in Turkey. Additional support comes from Zhou (2004) , who reported that reliability and assurance were important predictors of satisfaction for bank customers in China. Moreover, Baumann, Burton, Elliot & Kehr (2007) found that all dimensions except tangibility impacted the customer satisfaction of Australian banking customers. Furthermore, due to the intangible nature of services, it is often difficult for customers to understand and evaluate services (LeBlanc & Nguyen, 1988; Legg & Baker, 1996) . Thus customers make inferences about the service quality on the basis of tangibles such as buildings, equipment, physical layout that surround the service environment (Bitner, 1990 (Bitner, , 1992 . This is supported by evidence from environmental psychology, which states that consumers form inferences about a focal object or person based on environmental cues (Baker, Grewal & Parasuraman, 1994; Baker, Parasuraman, Grewal, & Voss, 2002) . Bitner (1990) reported that subjects developed attributions about service failures based on the physical environment of a travel agency. Also, Wakefield and Blodgett (1999) found that the tangible aspects of the service environment had a critical impact on customers' affective responses and their behavioural intentions involving a leisure service. These arguments confirm the significance of different dimensions of service quality to a varying degree and highlight the need for the research reported here. The following hypotheses are therefore proposed:
H1. As customer perceptions of tangibles dimension of service quality become more favourable, customers will feel more satisfied towards the service provider.
H2. As customer perceptions of reliability dimension of service quality become more favourable, customers will feel more satisfied towards the service provider.
H3. As customer perceptions of responsiveness dimension of service quality become more favourable, customers will feel more satisfied towards the service provider.
H4. As customer perceptions of assurance dimension of service quality become more favourable, customers will feel more satisfied towards the service provider.
H5. As customer perceptions of empathy dimension of service quality become more favourable, customers will feel more satisfied towards the service provider.
Moderating Effects of Self-Service Technologies (SSTs)
Several authors have examined the relationship between satisfaction and service quality, particularly when this is influenced by new technologies (Al-Hawari et al., 2009; Bitner, Ostrom, & Meuter, 2002; Johns & Perrott, 2008; LaBarbera & Mazursky, 1983; Marr & Prendergast, 1993; Meuter et al., 2000; Nilsson, 2007; Proenca & Rodrigues, 2011; Shamdasani, Mukherjee, & Malhotra, 2008) . Meuter et al., (2000) showed that satisfaction with SSTs is mainly related to the capacity to customise the service; in addition, a secondary benefit that contributes to customer satisfaction is the convenience of being able to produce and consume services when and where customers need them. Mols (1998) reported that users of internet banking in Denmark were more satisfied and loyal to their banks than were non-users. Bitner et al. (2002) identified convenience and ease of access to services as benefits of SSTs that induce customer satisfaction, whereas malfunctioning hardware and software cause dissatisfaction. In a similar vein, Meuter et al. (2000) reported that technological malfunction that obliges consumers to use the conventional service is a significant cause of dissatisfaction. Proenca and Rodrigues (2011) examined the behavior Portuguese users and non-users of self-service technologies (SSTs) in banking services.They reported that users of self-service technologies (SSTs) were more satisfied to their banks than were non-users. Because SSTs provide enhanced accessibility and customization of services, it is likely that customers will be more satisfied (Bitner et al., 2002; Meuter et al., 2000) . The following hypothesis is therefore proposed:
H6. Self-service technologies (SSTs) positively moderate the link between tangibles and customer satisfaction.
Methodology
Research Method
The research method used for this research in terms of objective has been applied, in terms of path has been descriptive (correlation), as for time cross-sectional and in terms of conducting or data gathering it has been done via questionnaires (field) and in terms of the in-depth level, it is wide range conducted as per the casual model and analysis of variance-covariance matrix (ANOVA-ANCOVA statistical testing).
Location (Statistical Population) and Time of Research
The statistic group for this research has been the customers of <Ghavamin Bank> in Khorasan-e Razavi, Khorasan-e Shomali and Khorasan-e Jonoobi provinces of Iran and a number of 510 individuals were chosen as sample. The concerned group (Banking services) has been selected as it has got the highest interaction with the customers. The initial studies and the period of conducting this research has been in a time span of 5 months starting from September 23, 2011 through February 19, 2012. The cross-sectional questionnaires belong to period Aril 3, 2012 through July 21, 2012.
Sampling Method and Determining the Samples Size
Considering the features of the current research, the sampling method applied for this research has been the probable type, conducted in two phases. In the first phase the simple random sampling has been used to choose the branches and in phase two the single-stage cluster sampling has been used in factor analysis; the data from the statistic group and the number of samples are of special significance. Generally, the strength or weaknesses of the factor analysis results have direct relation with the quantity of samples in that 2000 samples is very good, 400-500 is good and 300 samples is average and finally 100 samples is considered weak (Lee, 2007) . Bringing into attention the time and the costs limits as well as the above introduction, the number of samples in all branches of Ghavamin Bank in the three provinces has been 510 items.
Methods and Instruments Applied for Data Gathering
Produce considering the fact that the procedures for conducting this research includes both quantitative & qualitative parts, In each part it has been essential to utilize various means and methods ;that is the reason why semi-structured interview with customers and banking industry experts have been used in the qualitative part of the research. In the quantitative part of the research, the most significant means for data gathering has been the questionnaires. The questionnaires used for the research have been prepared with regard to the theoretical aspects and the results gained from the qualitative part procedures of the research and its objectives, variables and the information required for the hypothesis testing of the research. The first section of the questionnaire concerns the demographic information of the respondents and has got questions about the details of the respondents including age, sex, qualification, type of services received from the bank, and eventually the type of bank account. In the second section of the questionnaire, there were items relating to measuring each of the latent variables.
In devising questions for the main part of the questionnaire the Likert-type scale from 1-5 options which is of the ordinal scale types has been used and includes questions that respondent may as per his own discrete choose one of the five options provided as per the Likert-type scale (1 = "total disagreement"; 5 = "total agreement"). In order to measure the research structure the scales used by (Al-Hawari et al., 2009; Parasuraman et al., 1988; Proenca and Rodrigues, 2011) which have been utilized in devising some of the questions on the questionnaire. 
Validity of the Measurement Instruments
In order to verify the initial validity of the questionnaire, the content validity method, the opinions of university professors and the experts as well as standard questionnaires have been used. In the structural equations model (SEM) used for determining the validity confirmatory factor analysis (CFA) and average variance extracted (AVE) have been used for construct validity and discriminant validity respectively (Byrne, 2008) and in this research the said parameters have been used for validity determination of the questionnaires.
Reliability of the Measurement Instruments
The conventional method used for improving and evaluating the measurement scales is estimating the reliability using chronbach's coefficient alpha. The composite reliability method is used in the structural equations model in order to measure the reliability both of which have been used in order to determine the reliability of the constructs of this study (Byrne, 2008) .
Data Analysis and Interpretation
In order to describe the data, the frequency distribution tables have been used in this research and at the data inference stage the structural equations models (SEM) have been used which deal with the analysis of variance-covariance matrix (ANOVA-ANCOVA statistical testing). For this reason, confirmatory factor analysis (CFA), path analysis using LISREL 8.54 & SPSS 18.0 softwares have been used.
Structural Equations Model
To test this research study's model, we have used data analysis with the help of SEM. Modeling of structural equations means creating a statistical model for the study of linear relations between latent (unviewed) variables and evident (viewed or observed) variables. In other words, structural equation modeling is a powerful statistical tool that combines a measurement model (affirmative factor analysis) and the structural model (regression of path analysis) into one statistical synchronic test (Vermunt and Magidson, 2005) .
Analyses and Results
Descriptive Statistics
The current statistics have been used to describe the demographic characteristics of the respondents and the status of the latent variables transmittal. As shown in Table 2 , Learning about the sample demographic characteristics is useful in that it helps the general characteristics of the group to be reviewed and its general characteristics be known to other scholars and they can be used to correlate the result to other communities, and or they could be used in designing the future researches for other communities.
Examining the Normal Status of Variables Distribution
Inferential Statistics
This statistics have been utilized for inference over the characteristics of the statics group. In the current research, in addition to the construct validity, other tests such as content validity and discriminant validity have been used to determine the validity of the measurement instrument. In general, in case the indexes making up a measurement instrument are based on the comprehensive investigation of specialized literature relating to the topic of the study, then we could be assured of the content validity. Also the questionnaire of this research has been designed based on investing and profound study of specialized research and applied literature and by gathering the customers, experts and scientific and executive opinions as for the coverage of their feedback and this can be considered a witness to the precise content validity. By discriminant validity the measurement validity of the research can be assessed as well and since the constructs studied in this research are of average variance extracted (AVE) above 0.5, therefore the research's questionnaire is valid. In order to examine the reliability the cronbach's coefficient alpha and composite reliability have been used. Reliability means that there should be the same understanding of the questions among the various respondents. In structural equations model quantities above 0.7 for each construct indicate of an appropriate reliability (Byrne, 2008) . Since the constructs studied in this study have got both cronbach's coefficient alpha and composite reliability above o.7; therefore, the questionnaire used for this research is reliable. The results for investigating the validity and reliability the measurement instrument of this research have been shown in table 3. Considering this table it could be stated that with a 99% assurance that the questions used in the questionnaire for measuring the research constructs are of appropriate validity and reliability; therefore, the current research questionnaire is standard. Now designing for structural model for examining the causal relations and the relation between the research constructs could be done and by using the structural model the hypotheses of the research could be tested.
Measurement Model for the Latent Variables of the Research (Confirmatory Factor Analysis)
In the structural equations model, first the construct validity is to be studied to find out if the selected items (observed variables) have got the required precision for measuring the constructs (latent variables) needed, in so doing the confirmatory factor analysis is used In case the factor loading of each item and its construct with a t-value is above 1.96, then that item has got the required precision for measurement (Byrne, 2008) . Considering the root mean square error of approximation (RMSEA) for the first model is more than 0.08,so in order to use these constructs in designing of the structural model research and hypothesis testing is needed in order that some improvements takes place in the measurement model. As it is required in the methodology of structural equations model, the researcher should correct and improve the stages using the significance of chi-square (χ 2). for this reason, the D2 which judges from the reduction in chi-square and its significance difference, has been used and as far as the improved model causes significance difference due to chi-square compared to its previous stages the improvement of the model should be continued so that the estimated parameters in the final & improved model turns statistically reliable and could be used for the adjustability of the items with the constructs of the study (Byrne, 2001 ). In the current research, the measurement model or the confirmatory factor analysis and the results have been shown in Vol. 5, No. 6; 2013 In order to assess the measurement model there are several fit indexes. In the current research the following indexed have been used: χ2/df, RMR, SRMR, GFI, NFI, NNFI, IFI, CFI and the valuable index RMSEA for evaluating the measurement model and the latent variables and the result have been shown in table 5, all the fit indexes of the table have achieved the required quantity. Therefore the data of this research has got a suitable fit with the factor construct and the research foundation signifying the correspondence of the questions with the theoretic constructs and the results gained from the data correspond with the above model.
Power Analysis of the Measurement Model for Latent Variables of the Research
In order to assess the power of the measurement model for latent variables with regard to the small size of samples the power analysis method has been used in this research and the results indicate that in the present size and based on the quantities estimated the complete quantity of one has been achieved, so the measurement model of the latent variables of the research are reliable and the findings are interpretable. The power analysis diagram of measurement model for the latent variables of the research has been shown in figure 2. After the verification of measurement model of the research, we can study the test for the relations between the latent variables of the research. Considering the fact that the second root mean square error of approximation (RMSEA) for the structural model used for the research has been reported above 0.1; as a result, for estimation precise estimation of the path coefficients of the hypotheses testing requires some corrections, so for this reason the D2 test which judges based on the decrease in chi-square (χ 2 ) and its significance has been used. In the correction part of LISREL model of this research, from restriction diagnosis of restrictions and adding additional parameters has been used in a way that among the available indexes in the model and with regard to LISREL output among some of them the covariance error was freed and by controlling it, the quantity improved.
As far as the corrected model causes a meaningful difference due to chi-square (χ 2 ), the model, correction should be continue model used for this research so that the estimated parameters in the final estimated model becomes reliable statistically and to use them for the hypothesis testing of the research. The data gained from the structural model of the research has been shown in table 6 and figure 3. In the current research, different indexes have been used to assess the structural model of the research the results of which have been shown in table 7. All the fitting indexes of the table have gained a reasonable quantity. Therefore, the data of this research has got a proper fit with factor structure and underlying theory of the research indicating the validity of the findings of the research due to the structural model. Therefore, hypothesis testing of the research has got an acceptable precision.
Fit the Structural Model of the Research
Power Analysis of the Structural Model of the Research
In the current research in order to assess the structural model power, considering the sample size of the study, the power analysis has been used and the results indicate that in the current size and based on the quantity estimated, the complete quantity of one has been gained. Therefore, the power coefficient has been effective and the findings resulted from the structural model of the research are reliable and interpretable. Vol. 5, No. 6; 2013 structural model power analysis has been shown in figure 4 . 
The Results of Hypotheses Testing
The first hypothesis (As customer perceptions of tangibles dimension of service quality become more favourable, customers will feel more satisfied towards the service provider) was supported. As shown in Figure 3 and Table  V , the path coefficient for this relationship was significant (γ 1 = 0.15, t-value = 3.07). The second hypothesis (As customer perceptions of reliability dimension of service quality become more favourable, customers will feel more satisfied towards the service provider) was rejected. As shown in Figure 3 and Table V , the path coefficient for this relationship was significant (γ 2 = 0.06, t-value = 0.51). The third hypothesis (As customer perceptions of responsiveness dimension of service quality become more favourable, customers will feel more satisfied towards the service provider) was supported. As shown in Figure 3 and Table V , the path for this relationship was significant (γ 3 = 0.26, t-value = 2.08). The fourth hypothesis (As customer perceptions of assurance dimension of service quality become more favourable, customers will feel more satisfied towards the service provider) was supported. As shown in Figure 3 and Table V , the path coefficient for this relationship was significant (γ 4 = 0.42, t-value = 3.40). The fifth hypothesis (As customer perceptions of empathy dimension of service quality become more favourable, customers will feel more satisfied towards the service provider) was rejected. As shown in Figure 3 and Table V , the path coefficient for this relationship was significant (γ 5 = 0.20, t-value = 1.38).
In the model of this research a moderator variable (self-service technologies) on the physical and tangibles link and customer satisfaction has been studied. For this reason the subgroup method has been used. In this method, the researcher first should examine the impact of the independent variable on the dependent variable in two sets which are available for the moderator variable. Considering the mean of the sample, the moderator levels should be divided in two upper and lower ones and the structural model should be used for both levels. Therefore, in such case providing a single model shall not be a proper method (Byrne, 2001) .the results proved that the path coefficients of the impact of the tangibles on the customers satisfaction has been calculated in the upper level of self-service technologies moderator variable as 0.76 and in lower levels of self-service technologies variables as 0.19.
As shown in Figure 3 and Table V , the path for the relationship between tangibles and customer satisfaction was significant (γ 6 = 0.57, t-value = 6.09). Thus, the sixth hypothesis (Self-service technologies positively moderate the link between tangibles and customer satisfaction) was supported.
Therefore, considering the results gained from the research it could be stated that the individuals in the upper levels of satisfaction from the self-service technologies had the perceived the impact of the tangibles on the customers' satisfaction more than the direct effect of the tangibles on the customers' satisfaction compared to those who were in a lower level of satisfaction from the self-service technologies. In other words, the more satisfactory the quality of the self-service technologies in bank branches, the more impact of the tangibles on the www.ccsenet.org/ijms
International Journal of Marketing Studies Vol. 5, No. 6; 2013 satisfaction of the customers is witnessed. The structural equation extracted from the model is as follows: Satisfaction = 0.15 * tangibles + 0.26 * responsiveness + 0.42 * assurance + 0.57 * self-service technologies, Errorvar = 0.20, R 2 = 0.80
These findings prove that 80 percent of the changes of the dependent variable of the customers' satisfaction in the bank branches of this study are from the independent variables, tangibles, responsiveness, assurance and the impact of the self-services technologies moderators and 20 percent of the changes are resulted from other variables of the research. As a result, the results of this research indicate that the factors studied by the researcher indicate a customers' satisfaction of 80 percent, which is a quite remarkable figure.
Conclusions, Implications, Limitations and Future Research Directions
Main Conclusions
Some of the existing restrictions are in a way that conducting some supplementary researches will meet them. In this way we could provide some research suggestions with regard to them. The essence of this study has maneuvered some new research findings which have been dealt with in this part.
5.1.1 Suggestions Concerning the Tangibles 1) Providing enough proper space and facilities for the convenience of the customers, especially when there is a crowd of customers.
2) Using signs and special boards in order to direct the customers in a better way.
3) Nice and attractive interior design.
4) Providing comforting equipments for the customers waiting for their turns.
5) Using more sign boards inside the branch to direct the visitors.
6) The order of documents as well as the procedures and service providing via a specific board to affix all the notices on for the customers' information.
7) Paying attention to the appearance of the staff and using smart uniforms.
Reliability Suggestions
1) Banks should pave the way for providing service to the customers by providing their staff with proper training as well as rendering sufficient information to the customers and precise drawing of the service providing procedure.
2) The staff should be appreciated and promoted so that where there is some obstacles in the customers' affairs, they cooperate to remove these issues.
3) It is advised that the authorities put fulfillment of obligations their priority and they should announce providing of new services to customers once they are sure of being able to do so. 4) Management information systems experts should be consulted In order to create a reliable situation regarding the manner of providing the customers with information.
Suggestions Concerning Responsibility and Responsiveness
1) It is advised the materialistic and spiritual incentives to be used in order to promote the motivations of the staff to take care of the customers and to assist them.
2) For the sake of the customers' information, it would better to provide the staff's job description, position and details posted on a table stand and/or by using other methods.
Suggestions Concerning Assurance
1) It is suggested that banks offer some educational workshops to upgrade their staff knowledge .It's emphasized that such workshops should include the latest issues, principals, regulations and specialized rules.
2) It is advised that some courses be offered for the staff regarding specialized courses in teaching the relations with the customers in order to minimize the weaknesses in this field.
3) For the customers' peace of mind, it would be better to arrange for them to have access to the respective directors whenever necessary.
Suggestions Concerning Empathy
1) In order to prevent from the waiting of the customers for long time, it is advised that the working hours and www.ccsenet.org/ijms
International Journal of Marketing Studies Vol. 5, No. 6; 2013 the number of the staff be revised and if needed, the staff should operate as per a schedule.
2) It is essential for the staff to consider the needs and issues of each customer separately and in so doing they should have the logical powers and proper incentives should be decided for this purpose.
3) The best time to offer services to customers should be checked via questionnaires.
4) The procedures for taking care of the customers' complaints via the voice of customer's system and the management should be expedited.
Suggestions for Self-Service Technologies
Considering the significance of self-services technologies, it is required that by effective educating, the bank branches get equipped with such facilities.
Managerial Implications
The researches on the literature topics and paying attention to service quality models signify that the key sections of the management as well as the service quality development could be summarized as follows:  clear market and customer focus;
 motivated staff;
 clear understanding of concepts of service quality and factors affecting the same;
 effective implementation, measurement and feedback system;  efficient customer care system;  effective, problem-free availability of the electronic channels; and  clear understanding of concepts of self-service technologies in banking services.
Limitations
Any research and study faces certain limitations or even problems (from the planning to implantation).In this research the following limitations also could be discussed:
1) The statistic group includes 40 private bank branches of Ghavamin. Irrespective of communications and extensive follow ups, at times distributing the questionnaires at the branches of some of the banks was not possible.
2) To assess the service quality, one of the requirements is that the customers spend some time on them after they are done, yet the customers did not show much interest to spend some time after they had received the services they required.
Future Research Directions
1) Providing a service quality improvement pattern focusing on the role of self-service technologies using the structural equations modeling.
2) Providing a service quality improvement implementation in private banks using a theory based on the data (GT).
3) SWOT analysis of service quality formation in private banks.
4) Designing systems with high reliability in order to provide service by private banks in Iran.
5) Designing a special banking model based on the self-service technologies in private banks.
6) Designing models for assessing the service quality of commercial banks at the level of substantial customers.
7) Examining and analyzing the service quality focusing on the self-service technologies role in other cultural fields from international to national and or the diverse minor cultures.
8) Designing service quality models focusing on the self-services technologies role in other service industries in Iran such as hotel-keeping, air travels, insurances, hospital services, educational, … .
9) Checking the possibility of using the services quality models emphasizing on the role of self-services technologies in smaller towns and rural areas considering the existing differences in their social and economic status in comparison with the people living in metropolitans.
10) Assessing the services quality with sample private and government banks concentrating the role of the self-services technologies.
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International Journal of Marketing Studies Vol. 5, No. 6; 2013 11) Conducting this same research for Ghavamin Bank in other provinces and comparing the findings of the two researches together.
12) Applied study of service quality provided to the customers using the self-services technology & the customers using the old systems of the banks. Assurance 1) The behavior of employees in the bank instills confidence in you.
2) You feel safe and secure in your transactions with the bank.
3) Employees in the bank have knowledge to answer your questions.
4) Employees in the bank are consistently courteous to you.
Empathy 1) Employees in the bank deal with you in a caring fashion.
2) The bank has personnel who give you individual attention.
3) The bank has your best interest at heart. 4) Employees at the bank understand your specific needs.
5) The bank has business hours convenient to you.
Self-service technologies (SSTs) 1) Application of service technology and mechanization for example network connection of the branches or diversity of self-service technologies such as (ATMs, internet banking, telephone banking) is for rendering better service to customers.
2) Available self-service technologies could be applied in all branches of this bank.
3) The quality of self-service technologies is desirable and safe. 2) I would like to receive service from this bank.
3) The service of this bank due to its quality is recommended to others.
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